around their hands to leave marks in a cave. Vikings carved runes on sticks to tell the world their names. Our grandparents kept diaries hidden in drawers.
Today we post selfies to Instagram or Snapchat and write updates on Facebook or Tumblr. With social media, ordinary people share their self-representations with a larger audience than ever before.
In this chapter, I will discuss three modes of self-representation in social (Rettberg 2014b) . Visual self-representation includes selfies, of course, but also other images and icons that we use to express ourselves, such as the photos we choose to share on Facebook or the layout we choose for a Tumblr log. Written self-representations can be blogs or online diaries, but also the many written status updates we share on sites like Facebook, Twitter or in comments on Instagram. The third mode I will discuss is quantified self-representation, which is becoming increasingly common as phones become step-counters and apps give us more and more opportunities to represent our lives through numbers and graphs. Quantified self-representation can mean extensive and deliberate self-tracking, as we see in the quantified self movement, or it can be something as simple as swiping right to add a filter to a Snapchat image showing the temperature where we are or the speed at which we are moving. Often the three modes overlap in social media, as with a Snapchat image that includes numerical information. A selfie with overlaid text uses both the visual and written modes of self-representation, and emoji can be understood both as part of an alphabet and as visual communication.
In social media, the social and communicative aspects of selfrepresentations become very clear. But self-representations have always been social. When we see a self-portrait like Parmigianino's Self-Portrait in a Convex
Mirror (1524) hanging in a gallery or shown on a website, we see it outside of its original social context, and so it seems natural to understand it primarily as an object rather than as part of a conversation. In fact, Parmigianino used his selfportrait as an advertisement for his painting services, bringing it along when he spoke to potential patrons. Kings and Queens used the paintings they commissioned of themselves to show their subjects their magnificent riches and power. The child of today who draws her mother a picture of the two of them together is creating a love letter, a charm to keep her mother close to her and to express her love. Even a private diary is written to an imagined reader: "dear diary," we write, always imagining a recipient to whatever we write, even if that recipient is only a future version of our self (Lejeune 2000) .
Although self-representations are always about communication, they are frequently personal media, to use Marika Lüders' useful term (Lüders 2008) , and are often intended to be seen by only a few. Some forms of personal selfrepresentation are intended to be shared with a limited audience, like the family photo album, which is a collective self-representation of a family that is kept in the home and shown to some but by no means all guests. Historically, personal letters and diaries were not necessarily kept completely private, but were often passed around or read aloud to family and friends (Humphreys et al. 2013 ).
Sometimes personal self-representations become shared more widely than originally intended. Anne Frank kept her diary private during her lifetime, but it became very widely read once published after her death.
Representations or Presentations?
Before discussing visual, written and quantitative kinds of selfrepresentation in social media, we need to think about the term representation.
Why are these forms of self-expression representations and not presentations?
The short answer is that they can be seen as either, because the two terms provide two different ways of looking at this phenomenon. A representation is an object, a sign that is seen as constructed in some way, and that stands instead of an object to which it refers. Talking about representations lets us analyse the selfie, the tweet or the graph of a run. A presentation is an act, something that a person does, so talking about presentations allows us to analyse the way that the person acts to present themselves.
It's a little more complicated than this, unfortunately. Twitter, or to the If They Gunned Me Down Tumblr, where one photo was from a party or another informal setting, and the other photo was taken in a more formal or socially approved situation: a college graduation, or wearing a suit and smiling. The rhetorical question accompanying all the posts was which photo the media would publish if 'they gunned me down', and the implied answer was of course that the media would use the less respectable-looking photo, making the African American victim look less worthy of our respect than if a more formal photograph had been used (Korn 2015; Jackson 2016 ).
Semotics, the study of signs, provides a large vocabulary for analysing images. The most liked image on Instagram in 2015 was a photo of Kendall
Jenner lying on the floor in a white, lacy dress with her hair spread around her arranged into seven heart-shapes (Jenner 2015) . The caption published with the image has no words, and consists of a single emoji, a rotated black heart:
,which is also treated as the title of the image in the web browser.
In semiotic terms this short description of the image and its caption is the acknowledge the audience and speak directly to them (Bakshy 1923, 12) . Often these modes of acting overlap, as in literature, where the narrator may invoke the 'dear reader' at times while at other times telling the story with no overt acknowledgement of any reader. Another use of the terms is found in the field of interpersonal communication, where John Fiske explains that representational codes produce a text that can stand alone, whereas presentational codes are 'indexical: they cannot stand for something apart from themselves and their encoder,' that is, the person who spoke or communicated (Fiske 2010, 63) .
Ultimately there isn't necessarily any strict difference between the terms representation and presentation as they are used in scholarship on social media.
In practice, most analyses will really view the material from both perspectives. In this chapter, I will primarily consider expressions of the self in social media as representations, but I use the term fairly broadly.
In the next sections of this chapter, I will discuss each of the three main modes of self-representation in social media, beginning with written selfrepresentations as seen in blogs, followed by visual and quantitative selfrepresentations.
Blogs and Writing About the Self
The first online diaries appeared around 1994, and were hand-coded by people who had taught themselves to create websites. One of the earliest online diaries was Justin Hall's Justin's Links, which is still active at links.net, though the style and content have changed considerably over the years. At first, the website took the form of a meandering hypertextual story about Hall's life, but in 1996
Hall began posting dated diary entries that still linked and intermingled with his hypertextual autobiography. Hall didn't call his site a weblog until much later, because 'web log' at that time was used to refer to the statistics available to website administrators showing the number of visitors to a website. In 1997, Jorn
Barger proposed that the term weblog be used to refer to websites that post links to interesting material with commentary (Rettberg 2014a, 8) , and a number of hand-coded weblogs became popular. The style of these early weblogs was brief and although the comments usually had a clear individual voice and offered personal opinions, the content was not usually autobiographical. Weblogs were often seen as being different from online diaries, which were more confessional.
In 1998, Open Diary became one of the first sites to provide easy web publication without users needing to know how to code or edit HTML (Rettberg 2014a, 9 ' (2015) . The main thing that differentiates influencers from the majority of social media users is that influencers monetise their activity. They use advertising, sponsorship and advertorials to make money in social media, heavily using their online identities to make their message personal and intimate, and using emotions and designing empathetic communication (Lövheim 2013 ) with their readers in order to establish strong, lasting relationships. Other celebrities may not directly monetize their self-representations in social media, but use them as platforms to increase their influence and money-making potential in other channels, for instance driving interest for their books, TV-shows, music, Etsy store or political cause.
Although it can be argued that social media forces or at least encourages users to promote themselves as brands (Marwick 2013) , most people do not monetize their social media use. Today people write about their lives on sites like Facebook, Twitter and Tumblr, as well as on traditional blogs, and use these platforms to express themselves and to build and foster connections with others.
Bloggers themselves have long recognised that blogging, over time, can be a way of becoming more sure of oneself and more aware of one's preferences and opinions. Rebecca Blood, a very early blogger, described her experience like this in an influential early essay:
Shortly after I began producing Rebecca's Pocket I noticed two side effects I had not expected. First, I discovered my own interests. I thought I knew what I was interested in, but after linking stories for a few months I could see that I was much more interested in science, archaeology, and issues of injustice than I had realized. More importantly, I began to value more highly my own point of view.
In composing my link text every day I carefully considered my own opinions and ideas, and I began to feel that my perspective was unique and important. (Blood 2000) A couple of years later, Steven Johnson, an author of popular science books, described blogging as being like a mental visit to the gym:
I've actually been about twice as productive as normal since I started maintaining the blog. The more I keep at it, the more it seems to me like a kind of intellectual version of going to the gym: having to post responses and ideas on a semi-regular basis, and having those ideas sharpened or shot down by such smart people, flexes the thinking/writing muscles in a great way. (Johnson 2002) Viviane Serfaty's 2004 study of blogging connects blogs to the traditions of the English Puritans, who used diaries as "a requirement of religious selfdiscipline", recounting "a spiritual journey towards personal salvation" (Serfaty 2004, 5) . During the same period the Libertines developed the idea of "an inner space devoted to internal deliberation" (5), which may be said to be one of the sources of the modern divide between the private and the public. Serfaty writes that both blogs and diaries are usually written more for the sake of the writer than for the sake of the reader. They are used as mirrors, she argues, to reflect upon the self, more than they are used to project a particular image to the public, as might for instance be the case in an autobiography intended for publication. Visual self-portraits are an age-old genre, and though there are many examples in art museums, the most interesting examples in the context of social media, namely those created by ordinary people and intended for the moment rather than posterity, are probably lost to us. It wasn't until the late fifteenth century, with Albrecht Dürer, that self-portraits became their own genre, rather than the slightly furtive insertion of the self into images that had other purposes (Borzello 1998, 21) . Self-portraits became promotional objects for artists, allowing a prospective client to assess the likeness between the painter and the selfportrait. They were also done for practice: even without access to a model, if an artist has a mirror available, they can always paint their own face.
Access to technology that would allow you to create a lasting self-portrait is a fairly recent development. A child can draw her face in the sand on a beach, but it will wash away with the next waves. To create a lasting image usually requires a material such as paper or marble or canvas and the tools to make marks on it, such as paints or pencils or tools for sculpture, and these things were not cheap until quite recently. Some artists have managed with much less, such as the stone age people who placed their hands on cave walls and blew ochre dust over them to make a hand print. But most of the self-portraits we have preserved, up until the last century or so, were created by professional artists.
Some of the first photographs ever taken were self-portraits. An early example is Hippolyte Bayard's Self-Portrait as a Drowned Man (1840), which is a carefully staged self-portrait showing the photographer slumped against a wall as though dead. Bayard claimed to have discovered photography before Daguerre, but was not recognized for this, and this photograph was presented as a criticism of the French Academy's failure to acknowledge Bayard's work. It was as though they had killed him, the image seems to say, thrown him, dead, into the gutters, and the words he scrawled on the back of the photograph confirm this: "The Government which has been only too generous to Monsieur Daguerre, has said it can do nothing for Monsieur Bayard, and the poor wretch has drowned himself". This is not only one of the first photographic self-portraits, it is also a staged photograph, deliberately showing a scene that did not happen. As such the photograph is a useful reminder that self-representations are often staged and not always intended to be taken as truth, or at least not as literal truth.
Bayard did not drown. But taking this photograph not only allowed others to see him as drowned, it allowed him to see himself as drowned. It allowed him to see himself as he could never see himself without technology that recorded and displayed a frozen image. We cannot see ourselves in a mirror with our eyes closed. Self-portraits can be a way to communicate with others, but they can also be a way for the photographer to imagine how he or she could be different.
When Kodak started marketing relatively cheap and easy-to-use cameras to amateurs in the late 19 th century, family photographs and photo albums became personal media found in many homes. Photobooths also became popular as early as the 1910s or 1920s, first as amusement park attractions and later as fixtures in train stations and public spaces, where they were used to take the standardised portraits that had become necessary for identity papers, but also for fun (Pellicer 2010) . Photobooths allowed ordinary people to take photographs for themselves, and without a photographer being involved. If you search online, you will easily find many examples of old photos taken in photobooths, both of ordinary people and of celebrities, and it is fascinating to see how similar many of these images are to selfies taken today (Rettberg 2014b, 42-44) . People have a tendency to ham it up in photobooths, and as with selfies, group portraits are common.
Twentieth century photographers' self-portraits were often taken in mirrors, and often positioned the camera as a barrier between the viewer and the photographer (Borzello 1998, 142) . In their self-portraits, professional photographers like Kate Matthews (c. 1900) and Margaret Bourke-White (c. 1933) seem to hide behind their large cameras.
The great shift from these mirror self-portraits to today's selfies is that selfies are usually taken on a smartphone where the front-facing camera combined with the screen allows the photographer to simultaneously see and record herself (Warfield 2014) . The smartphone is a mirror that can capture our reflection, at any moment. Once you own a digital camera, you can take as many photos as you like without worrying about using up the film or having to pay to have the photographs developed. Perhaps it is almost as important that you can take photographs with the assumption that nobody else need ever see that photo.
This assumption may not in fact be true, as we know from scandals where phones or private photo sharing networks have been hacked and photographs posted publicly. But we can still take these photos in private, much as teenagers gaze into a mirror when nobody is looking to wonder who they are and who they might become.
A lot of interesting research on selfies has been published in the last few years. Anne Burns discusses the ways in which selfies are used to discipline young women in particular, using Foucault in her analyses (Burns 2015) . Katie
Warfield interviewed women who take selfies and found that they use selfies as cameras, stages and mirrors: 'young women mediate between these various subjectivities at once trying to find a balance between an image that presents them as conventionally beautiful (the model), while also being an image that others would want to see (the self-conscious thespian) and finally an image that somehow represents a felt connection to the body and one's authentic sense of self' (Warfield 2015) . Katrin Tiidenberg has analysed Tumblr communities that share erotic selfies (K. Tiidenberg and Gomez Cruz 2015; Katrin Tiidenberg 2014) , while Crystal Abidin has written about the "subversive frivolity" of influencers' selfies (Abidin 2016) .
Much of the research on selfies as visual artifacts or representations
focuses on what Paul Frosh calls nonrepresentational changes: 'innovations in distribution, storage, and metadata that are not directly concerned with the production or aesthetic design of images' (Frosh 2015 (Frosh , 1607 . Frosh instead uses concepts from the theory of photography to argue that selfies are gestures, arguing that while photographs have previously been indexical primarily because they are traces of a material reality, selfies are indexical in that they point to a communicative action. The selfie 'says not only "see this, here, now," but also "see me showing you me." It points to the performance of a communicative action rather than to an object, and is a trace of that performance' (Frosh 2015) .
Quantified and Automated Self-Representations
While written and visual self-representations have long, well-studied, predigital histories, quantitative self-representation was less common until personal computers became ubiquitous and powerful enough to make personal data collection easy. 'Self knowledge through numbers,' is the slogan of the quantified self (QS) movement. The idea of self-improvement through self knowledge is a recurrent theme in self-tracking (Lupton 2016, 64-69; Rettberg 2014b, 62-68) , as in social media in general. In Status Update, Alice Marwick writes that 'social media allows people to strategically construct an identity in ways that are deeply rooted in contemporary ideas that the self is autonomous and constantly improving' (Marwick 2013, loc. 3091 ).
Benjamin Franklin's habit tracking, described in his autobiography, is an early, pre-digital example of the idea of self-improvement through self-tracking.
To become a better person, he decided to track how well he adhered to thirteen virtues he had set out as especially important to him: temperance, silence, order, resolution, frugality, industry, sincerity, justice, moderation, cleanliness, chastity, tranquility and humility. He drew up a chart with a column for each day of the week and a row for each of the virtues, and gave himself a black mark for each day he felt he hadn't lived up to a virtue, and two black marks if he had done very badly. Looking at the chart in his autobiography, silence seems to have been a virtue he struggled with in particular, with two black marks on Sunday and one on Monday, Wednesday and Friday. Order was difficult for him too, but he did quite well at resolution (Franklin 2007 (Franklin orig. 1791 ).
Today's technology makes it easier both to track your personal data and to analyse it. You might track how many cups of coffee you drink each day and compare that to how easily you fall asleep at night, or how many productive work hours you have, or how often you have a headache, and then use your findings to try to optimize your sleep, productivity or wellbeing by changing your coffee-drinking habits. This kind of analysis is made much easier by computers. Self-tracking has gone mainstream largely because it is built into many devices. Smartphones now have built-in step tracking, and apps like
Runkeeper, Strava and Endomondo let you track runs or other workouts,
showing you how far and how fast you run as well as offering specific workout plans. Dedicated devices can measure how well you sleep, how good your posture is or how often you take deep breaths.
Several scholars have likened the increased quantification and measurement we see in social media to neo-liberalism, pointing out that using metrics to measure every aspect of our lives can make us cogs in a machine we do not control (Marwick 2013, loc. 105; Lupton 2013, 28; Grosser 2014) .
Workplaces are increasingly requiring or expecting self-tracking of various kinds. Warehouses like Amazon's fulfilment centres track workers' every move.
Other companies give health insurance discounts if workers log a million steps a day on their company-issued Fitbits. Sometimes tracking is required or encouraged by employers to document that a worker is getting enough exercise in order to be a healthy, productive worker (Till 2014) . Coerced quantified representations of ourselves may be required or expected by employers or schools. They are also generated and often displayed to others when we use social media: the number of likes a selfie posted to Facebook or the number of retweets we get on Twitter are displayed both to the person who posted the material and to anyone else who views it. In other cases, medical conditions such as diabetes require constant self-monitoring. Self-tracking is not always optional.
Quantified self-representations also include automated diaries, which are generated by apps you can install on your phone, or the algorithmic selfrepresentations generated as summaries of your activities on various services (Rettberg 2014b, 45-60) . Often, these are generated without your having realized that your actions were being tracked as data that could represent you. representation, but for the service that generated it (Spotify, GoodReaders, Facebook or another company) it is also a mode of advertisement.
Abundant Self-Representations
In the time of one-to-many communication, media was scarce. It was very expensive to write, edit, print and distribute books or newspapers, to make and distribute movies, or to create and broadcast television and radio, so gatekeepers like publishers and production companies made sure that only material that was either commercially viable or seen as aesthetically or ideologically important was published or broadcast. This meant that we could assume a certain level of quality when we picked up a book or a newspaper, or turned on the television.
Before the internet, individuals' production of personal media was also limited.
While paper and pens for writing a personal diary were easily available in the twentieth century, it was expensive to buy film and to have it developed, so people were quite selective about what photographs they chose to take. That is why home photography generally centred around certain rituals, as Pierre
Bourdieu described in his book on amateur photography, originally published in 1965 (Bourdieu 1990 ). We took photos at birthdays and weddings, and of happy families in the sunshine at the beach, but not of our laundry or of walking the kids to school. We didn't often take photographs of ourselves.
With digital technology, media is no longer scarce. When everyone can create and distribute as much media content as they please, there will obviously be a lot of material available that is not particularly high quality and that will never be of interest to most of the world. That's OK, many bloggers argued in the early 2000s (Mortensen and Walker 2002) . You don't have to read or look at blogs and photos you're not interested in. We all have a vast amount of media at our disposal. Of course, this also means that despite the potential for a huge audience, most social media content creators will never have very many people reading or looking at the material they publish. Andy Warhol famously said in the sixties that everyone has their fifteen minutes of fame. On the internet, Dave
Weinberger and others have argued that it's more correct to say, 'Everyone is famous to fifteen people'. One of the things I don't like is the blog where someone says something like, 'Today I had a cheese sandwich.' That's the kind of thing you see in most of these blogs. You know, fascinating. I don't give a flying ... whatever what you ate. Don't tell me you have a flat tire. And if this is how boring their writing is, I can't imagine how boring they must be to talk to in general. (Manjoo 2002) Similar criticisms have been levied at Twitter and Facebook as well. Much of our social interaction, whether online or offline, is banal. Perhaps more accurately, it is phatic: more about maintaining connections than about conveying information (Miller 2008 ).
The quantified self movement has not received the level of ridicule that blogs and selfies suffered when new. Perhaps its numerical basis gives it a sheen of objectivity, a sense of seriousness that blogs and selfies will never have.
Perhaps selfies are dismissed because they are often seen as 'feminine' (Burns 2015) , whereas quantified self is seen as masculine and therefore more serious and worthy of attention.
Quantitative self data may appear objective, but we know that people negotiate with their data, retelling the stories of their days to make their own experience match up with the data. Researcher Minna Ruckenstein gave nurses heart-rate variation monitors, but didn't show them their data until after they had already told the researchers about their subjective experiences of the days they had worn the monitors. Heart-rate variation is an indicator of stress, and when the nurses were shown the data, they changed their stories to fit (Ruckenstein 2014) . Data is always something that needs to be interpreted. It is not an objective window on truth, any more than visual or written selfrepresentations are reflections of 'the true meaning as it exists in the world,' to quote Stuart Hall again (1997, 24 (Vicks 2015, 123) . The idea of nothingness and emptiness is important in Beckett's work.
Twelve years after Harrison's project, the CH4, an automated, wearable fart monitor that you slip into the back pocket of your jeans and that connects to an app on your smartphone, was pitched on Kickstarter, but failed to attract sufficient funding (Narciso 2015) . CH4 had a completely serious goal, and was apparently developed with no sense of irony or existential anxiety: the project aims to help people emit less gas by measuring how often they fart, comparing this to what they eat, and finding correlations between their diets and farts so as to help users to cut back on the foods that increase wind. and social media services are constantly being offered to us, and many fail.
Others change our ideas of how to tell our stories. There will surely be more changes in years to come.
